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ПІД ВПЛИВОМ ГЛОБАЛЬНИХ ПОДІЙ У СУСПІЛЬСТВІ
СЕМАНТИЧЕСКОЕ ОБНОВЛЕНИЕ МЕТАФОРИЧЕСКОГО 
ПРОСТРАНСТВА ПОД ВЛИЯНИЕМ ГЛОБАЛЬНЫХ СОБЫТИЙ 
В ОБЩЕСТВЕ
In the focus of attention in the article is a long-lasting phenomenon of metaphor viewed 
through the prism of a global social issue – the COVOD-19 threat to humanity. Referring to the 
analysis of the English-language press, it is worth remembering that this social phenomenon is 
at the forefront of events, reflecting all the movements and influences of modernity. For almost 
a year, the first columns of media sources has not been left without the glaring word “corona-
virus”– announcing the threat that has spread throughout the world and which is strikingly 
felt in many countries. The immediate reaction of language to modern events, in many cases, 
appears as the instantaneous birth of metaphors-reflections. The world lives in a “survival 
mode” – this phrase, born in the field of computer games, acquires a metaphorical meaning 
in the global context, conveying how the pandemic has conquered every place on Earth and 
introduced humanity to a new way of life.
According to the results of the study it is possible to statistically calculate the percentage 
of different metaphorical models in the language of modern English media resources on COV-
ID-19 topic, as well as to reach the conclusion that these sources quickly respond to new trends 
and events in society and the world. Therefore, the press, replenishing the vocabulary with new 
words or metaphors, which is also a means of nominating and creating a linguistic picture, in-
forms about them and appears to be a large-scale resource for researching the development of 
vocabulary and stylistic “picture” of the English language. Metaphors have been found fairly 
common language tools in English-language texts. This is due to their high evaluative potential, 
imagery and ability to effectively implement the author’s idea and influence the audience. A 
journalistic text that contains various metaphors appears alive and allows seeing an imaginary 
picture as well as simplifies the understanding of what is read.
Keywords: metaphor, concept, language and stylistic picture, recipient, global challenge. 
У дослідженні сконцентровано увагу на універсальній здібності мови реагувати на 
зміни у суспільстві та виклики, з якими стикаються її носії. В центрі розвідки – метафо-
ризація глобальної загрози, яка постала перед людством на початку 2020 року – впли-
ву коронавірусу. Вдаючись до аналізу англомовної преси варто пригадати, що саме цей 
суспільний феномен перебуває на передньому краї подій, відбиваючи усі рухи та впливи 
сучасності. Вже майже рік перші шпальта новин не полишає кричуще слово «коронаві-
рус», а сповіщаючи про загрозу, що охопила увесь світ та разюче відчувається у багатьох 
країнах. Безпосередня реакція мови на сучасні події виглядає, у багатьох випадках, як 
миттєве народження метафор-віддзеркалювань. Світ живе у «режимі виживання» – цей 
вислів, народжений у сфері комп’ютерних ігор, набуває метафоричного значення у сві-
товому контексті, передаючи як пандемія підкорила кожне місце на Землі та ввела люд-
ство у новий спосіб життя. 
© Yashkina V., 2021
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За підсумками дослідження стає можливим статистичний підрахунок відсоткового 
співвідношення використання різних метафоричних моделей в мові сучасних англомов-
них медіа-ресурсів за тематикою COVID-19, а також висновок про те, що вказані джере-
ла швидко реагують на нові тенденції та події в суспільстві та світі загалом. Тому преса, 
поповнюючи словниковий запас новими метафорами, які є також засобами номінації та 
оновлення мовної картини, інформує про них і є масштабним ресурсом для дослідження 
про розвиток вокабуляру й стилістичного малюнка англійської мови. Було з’ясовано, 
що метафора є доволі поширеним мовним інструментом у текстах англомовної преси. 
Це пояснюється її високим оціночним потенціалом, образністю, здатністю ефективно 
реалізувати авторський задум та вплив на аудиторію. Публіцистичний текст, що вміщує 
різноманітні метафори, «оживає», дозволяє побачити уявний малюнок та спрощує розу-
міння прочитаного для реципієнта. 
Ключові слова: метафора, концепт, мовний та стилістичний малюнок, реципієнт, 
глобальний виклик.
В исследовании сконцентрировано внимание на универсальной способности языка 
реагировать на изменения в обществе и «вызовы», с которыми сталкиваются его носи-
тели. В центре внимания – метафоризация глобальной угрозы, возникшей перед чело-
вечеством в начале 2020 – коронавируса. Обращаясь к анализу англоязычной прессы 
стоит вспомнить, что именно этот общественный феномен находится на переднем крае 
событий, отражая все движения и влияния современности. Уже почти год первые по-
лосы новостных сообщений не оставляет тревожное слово «коронавирус», извещая об 
угрозе, которая охватила весь мир и которая разительно ощущается во многих странах. 
Непосредственная реакция языка на современные события выглядит, во многих случа-
ях, как мгновенное рождение метафор-отражений. Мир живет в «режиме выживания» – 
это выражение, рожденное в сфере компьютерных игр, приобретает метафорическое 
значение в мировом контексте, подчеркивая, что пандемия покорила все уголки Земли 
и подтолкнула человечество к новому образу жизни. 
По итогам исследования был осуществлен статистический подсчет процентного 
соотношения использования различных метафорических моделей в языке современных 
англоязычных медиа-ресурсов по тематике COVID-19, а также сделан вывод о том, что 
указанные источники быстро реагируют на новые тенденции и события в обществе и 
в мире в целом. Поэтому пресса, пополняя словарный состав языка новыми метафо-
рами, служит также средством номинации и обновления языковой картины, информи-
рует и является масштабным ресурсом для исследования развития вокабуляра и сти-
листического рисунка английского языка. Было установлено, что метафоры являются 
довольно распространенным языковым инструментом в текстах англоязычной прессы. 
Это объясняется их высоким оценочным потенциалом, образностью, способностью эф-
фективно реализовать авторский замысел и влиять на аудиторию. Публицистический 
текст, содержащий разнообразные метафоры, «оживает», позволяет увидеть воображае-
мый рисунок и упрощает понимание прочитанного для реципиента.
Ключевые слова: метафора, концепт, языковой и стилистический рисунок, реци-
пиент, глобальный вызов.
Introduction. The phenomenon of metaphor has long been a permanent issue in 
various philological fields as well as in philosophical, psychological, pedagogical re-
searches. The number of works devoted to solving the problem of metaphor functioning 
and metaphorical representations continues to grow steadily, but considering the fact 
that modern world and life of humanity in it are both changing more and more rapidly, 
the study of new metaphor essences and roles is of understandable significance. 
This article intends to contribute to those investigations which scrutinize the am-
biguity of metaphorical representations in contemporary media language. The attention 
is focused on metaphorical constructions and laws of their forming and functioning 
which is viewed as an input to deeper understanding of global tendencies and processes. 
In particular, the conceptual influence of striking spread of the worldwide pandemic 
COVID-19 in the world, which causes recent changes in the media themes, is analysed 
through aspects connected with life in «the new world» and the survival of «a man» in 
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it. Therefore, the press, replenishing its vocabulary with new conceptual metaphors, 
which is also a means of nominating and creating a linguistic picture, informs about 
them and supplies us with a large-scale resource for studying the development of a lan-
guage through the socio-cultural prism.
Analysis of research studies and publications.
Basically metaphor is characterised as a stylistic figurative means that has aesthetic 
value (N. Arutyunova, N. Nikitin, I. Arnold, G. Lacoff, M. Johnson, I. A. Richards, and 
others). According to I. A. Richards “metaphor is a grace or added power of language”. 
The scholar also adds that in common life one can hardly meet three sentences in a chain 
without a metaphor. In the majority of views there is a conclusion that metaphor is not 
only a stylistic device, but also a natural means of cognitive activity.
A well-known fact is that the interest of researches in the phenomenon of metaphor 
was born in the era of antiquity, which is reflected in the works of Aristotle. Philosopher 
understood the phenomenon as giving the thing a name that belongs to something else 
on the grounds of analogy. In the classical rhetoric of Aristotle, metaphor was presented 
mainly as a deviation from the norm, the transfer of the name of one object to another 
[1]. N. Arutyunova, developing the idea put forward by G. Lacoff and M. Johnson in 
the work “Metaphors we live by” (“metaphor is a characteristic of not only language 
but also of human thinking”) [4] emphasizes that this phenomenon is created by over-
coming the semantic incompatibility of objects that are compared [4]. Basic gradation 
of types, according to I. Arnold, passes between simple and sustained metaphor. In 
general, a sustained metaphor is a complex of grammatical and lexical metaphors that 
creates additional connotations of evaluation, emotionality, expressiveness or stylistic 
correlation of a text; it also participates in semantic complication of lexical meanings. 
In addition, there is the conceptual or plot metaphor, that is, a metaphor, realized at the 
level of text composition [2]. The classification of P. Newmark divides metaphors into 
erased or dead, cliché metaphors, general or standard, adapted, innovative and creative 
[5].
The statement of the main research material.
It has been proved both scientifically and empirically, that media is the means of 
information as well as persuasion. It, either in print or online news resources, is an inte-
gral part of modern social life that demands high quality, operative and credible infor-
mation at any given time. What is more, media ought to quickly respond to new trends 
and events in the society and the world at large. In media, metaphors and metaphors-ne-
ologisms are most often entrenched in such semantic spheres: the terms and slang of 
high-tech vocabulary, social, economic, political, medical and everyday vocabulary. 
The analysis of metaphors selected in the volume of six broadsheets: «The New 
York Times», «The Economist USA», «The New Yorker», «The National Geographic», 
«The Washington Post» and «MIT Technology Review» is outlined here to show quick 
reaction of language to life-changing events as well as the importance of influence of 
the media and its “speech” on society that is even more relevant nowadays taking into 
consideration the impact of the global coronavirus in 2020, which is conquering many 
countries. 
The body of the article presents the results of a 256 meaningful contexts’ research 
together with a 217 lexical items’ analyses (P. Newmark’s scheme). Existing metaphori-
cal occasions were scrutinized by their structure and functionality in the text. The exam-
ples of metaphors presented in the analysis were thematically divided into metaphors of 
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political, economic, agricultural, trade, modern technology and the Internet fields, and 
those related to ecology and environmental protection. 
The novelty of the study lies in the fact that all metaphorical contexts present the 
changing “picture” of the language – the push, launched by the global threat.
The result of the analysis showed that the media text is distinguished by its expres-
siveness and originality due to the predominance of simple, expanded and conceptual 
metaphors in it, which best helps to convey the information, situation or storytelling. 
Moreover, erased, general, dead and innovative metaphors are mostly used in the Eng-
lish-language contemporary press, which most effectively help authors to broadcast 
news from various spheres of life, which has changed significantly in 2020 due to the 
global pandemic COVID-19. Metaphor is used in need to evoke certain associations and 
convey a message in an implicit form. 
The percentage of certain types of metaphors according to the selected classifica-
tion was finally calculated. According to the results of the study of metaphorical con-
structions in the newspapers, magazines and electronic publications metaphor is most 
commonly encountered in the following types (I. Arnold):
Simple metaphor – 71 % («The restaurant was a no-nonsense family-run spot» [6], 
«Ohio would now have enough capacity to do intensive testing in hot spots and to test 
the contacts of those infected, helping guide him through «gut-wrenching decisions» 
about the balance [6].
Expanded metaphor – 26 % («The entire country is now red. The pandemic has 
jammed the chum of social life, pausing human interaction» [6], «New York became a 
ghost town in a ghost nation on the ghost planet» [6])
Conceptual metaphor – 3 % («in survival mode» [6]).
All the examples above indicate that metaphor is not exclusively a language tool 
any more: it is a social phenomenon at the forefront of events, reflecting all the move-
ments and influences of modernity. For about a year, the first columns in media are not 
left without the glaring word “coronavirus” – announcing the threat that has spread 
throughout the world and which is strikingly felt in many countries.
Due to the constructive classification of  P. Newmark from the total number of 
metaphorical means of expression found in the work:
• General metaphor – 46 %
• Dead metaphor – 19 %
• Innovative metaphor – 18 %
• Cliché metaphor – 9 %
• Adapted metaphor – 8 %
• Creative metaphor – 0 %
We emphasize that the use of metaphor confirms the tendency of the sphere of so-
ciety, which, apparently, is its main specificity and which is most clearly manifested in 
its current state – the tendency to manipulate human consciousness. The main function – 
the persuasion of a potential reader on an emotional level – is to attract his attention: «A 
morbid – and chillingly astute – new slang term for the coronavirus pandemic: boomer 
remover» [6]. «Baby boomer» – a term used to describe a person born between 1946 
and 1964. A detailed metaphor-neologism is used to indicate that the virus is particu-
larly deadly to the elderly. Besides that: «82-year-old Breda Courtney hasn’t been out 
of her house in Berkeley, Calif, in nearly six weeks, knowing that a trip to the grocery 
store or pharmacy is a gamble she can’t take» [7], or «We could find ourselves in a mass 
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extinction. But we are not there yet, and if we don’t paralyze ourselves with despair, we 
can still change course» [6]. 
Subsequently, rough news information becomes emotionally expressive with all 
its naturalness, simplicity and lack of accumulation of stylistic devices. The paradoxical 
combination of things, that would seem incompatible, which, in the absence or unwill-
ingness of explanation, is convenient to write off to the category of contradictions, is ex-
tremely characteristic of the COVID-19 time: «we visited the zombie subway station» 
[6], «an infrared temperature gun to the forehead greeted anybody who arrived at the 
main gate» [6], «New York became a ghost town in a ghost nation on the ghost planet» 
[6].
Conclusion. The analysis of the various contexts of the use of metaphor suggests 
that this phenomenon plays the role of a constructive language and social unit in dis-
course. The analysed texts give grounds to conclude that the metaphorical expression 
conveys more information than the literal one and at the same time emphasizes the most 
significant, from the point of view of the subject of speech, signs of reality. 
Assessing the role of metaphor as a means of emphasis, we can assume that the 
media consciously draw more attention to negative phenomena and processes in polit-
ical, economic, environmental and virtual life. The more positive changes in the world 
remain less covered by metaphors in the news. Metaphor makes it possible to predict the 
development of certain events in a certain way, to push the reader to the right opinion; 
this way of «refining» the information is especially effective, because the reader comes 
to the conclusion on their own.
Thus, we found that metaphor is of great interest for study, as the changing world 
brings changes to the phenomenon. The selected empirical material, as well as ap-
proaches to the interpretation of metaphorical units, systematization of metaphors in 
English-language media sources open the possibility to scrutinize them also in the so-
cio-cultural framework, not only linguistically. 
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